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Febroary XX, 1995

The Honorzble Brocs A, Miyahara

Secxetary

Department of Health

1112 S.E. Quince Street
Olympia, WA 98504-7890

.Dcu'Seczetaxymyihan:

I appresiate your taking tha tine 10 snswer zy inquiry reganiing the Department of Healtir's
counter advertising campaign. On behalf of my constituent, there are sevesal points of your letter
0 which [' wanted 1o respond.

Your letrer says — and tha premise of the campaign ig based on the notion — that beer advertising
causes teens to drink. With all due respect, a review of the literature shows that this is not is the
case. Numerous government and independent mtharities have finmd thar beer advenicing
neither canses tesns — or amyame else — w starx drining, nor does it cause current drinkers ta
drnk sbusively. To cite a few:

o

Dr. Enoch Gordis, the direcior of the National Institute on Alcohol Abusz and Aleoholiem
said ar 2 1992 meeting on the eficets of media on akcohol abuse, *_tha dominant isene is this:
Does advenising initiate drinking in the young? Cmmmhbmndnsry
appeals 10 the youns..But conumon seose and science doa't meet om this.®

In 1993, Dr. Joseph Fisher, in research titled Advertis) e 9 .
A_m_mmmmmm“mmmu s

The Federal Tradé Commission found in its 1985 Survey of sciemtific teratrre, "o refishle
basis 0 WMMW@M,MWBMW’

Following an extensive Jock st the isse in 1985, 2 U.S. Senate Subcowmmittes found no
“evidence o cvnclnd:(ﬂn:) advertising infinences non-drinkers to begin drinking or increase
constmption.®

Former U.S. Surgeon General C. Everett Koop said in bis 1989 testimany bafore a U.S.
Senate Cnmmmﬂnnhm:sna *compeiling evidencs that advertising influences alcahiol
cansumption.,.”
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Y And, a5 you know, the Washington State Liquor Comrol Board conducted an exhanstive
stidy of the issne in 1991 agd found "no scientific evidencs presented that there is 2 direct
link berwern alcohol advertising and alcohol abuse.”

Your letrer cites a stndy on the issne which was originally published by the AAA Foundation for
Traffic Sxftty. Firstof all, this study has been highly criticized by members of the academie
commmumity. Dr. David Pitman of Washington University conducted a review of the study and
said the recommendations in the repart are "composed of ideology and not sciance® In addition,
ene of ths suthors of the study, Jocl Grube, said of his continned resesrch on thess issneg at the -
1994 Alcohol Policy IX conferents, *...1 have o sadly say, or maybe happily say, depending on
your point of view, that at this point we have not bees able o identify sny effect of tha
advertising on intiation to drinking among these kids..”

My constituent points out that act anly does science show thae ads do'not cause siwnss they gre
also not targeted 1o entice young peopls to drink. Brewers want beer drinkers to choose their
produccs and remain Joyal w0 them, insead of theie competitors’ brands. The data doesbesront -
that advenising does not affect overall consumption. Whila per capita bear consumption in the
U.S. remained virmally nnchanged, beer adverdsing expendinres increased atmost 100 percent
from 1976 to 1988 — a period marked by significant chenges in brewe market share.

In addition, ] think it is impormnt to note what kids have td ssy on the subject. According to &
Roper survey, among six things thet mipht inflnence their decisions abouat drinking, American
youth say that parents have influenced them most, followed by best friends and achers,
Advertisements came in dead tacy,

In regard to the Department's assertion that "youth are bombatded deily with seductive
encouragement to drink...*, I'm sure vou are aware that in Janoery of this year, the Liguoe
Control Beard again jeoked at the jsste of beer advertising and youth. According to the board,
prior 1o the hearmg, the Liquor Commool Board staff taped 12 hours of NFL playoff gemes and
found "no offcasive” ads were 2ired during the exire period.

Of course, the fact is that almese any commercial message for any prodoct or service could be =
viewed 23 conroversial by sameooe somewhere. 1 21 concemed that once the precedent is ser,

meny things will nesqd "countering” in the finme like car ads, over the counter medicine ads,
mﬁrhﬁdwwmmjmm This begs the question of who will pay

The bottom fine i that beer ads don't depict — or cause — alcohol sbuse of te=n drinking. by fact, -
Mr. Secretary, as my constitnent comrectly points aut, the enly ads on the sir cumrently showing
alcobol abuse and teen drinking are the ads being spansored by the Department of Health, Thera
mmst be & better nse of taxpayer dollars.

Stncerety,

WBW-001876.

VYV BVY-UUIS/0

TX129_004



